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With the fund from PE and strong ability of marketing and product mastering, 
JC launched a blueprint for next three years to establish leading position in casual 
shoes industry, including Multi-brand strategy, Direct channel system establishment, 
expansion of marketing network and strong brands branding. 
The thesis is to design channel strategy and mode for JC development with 
some comments about channel member selection and management, which is based 
on real operation condition and whole strategy from JC management layer, and 
combined market environment and relative theory. 
Introduction describes the background of this research project, significance, 
and the basic framework. In the fierce competition of mode homogenization, it is 
necessary for JC to adopt different strategies to expand rapidly. The thesis gives a 
description of the theory, about channels and channel members, and its design and 
management and a summary of the competition and development in past. Depending 
on market development, bring up JC's main problem, including its channel structure, 
resource allocation and management deficiencies.Through the JC’s internal and 
external environment analysis, establish JC's channel design ideas. And according to 
JC's development needs, design the mixing channel mode by forming a strategic 
channel alliance, with the OEM supplier, JC and all channel members, and propose 
the short and long-term implementation accordingly. Around the marketing channel 
management strategies in two core elements, interests and relationships, establish 
appropriate management models and long-term alliance policy. 
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